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首先，论文介绍了 K 公司的基本情况，分析了 K 公司远红外桑拿设备目前
的市场营销策略以及存在的主要问题，如市场占有率过低、产品同质化严重、价
格优势不明显、渠道网络不完善等管理困难，制约了公司的市场拓展；然后，通





























With the improvement of living standards, health, health concept caught on, 
home sauna equipment industry for its health care, health and other functions of 
leisure is becoming the next family to live a healthy body free of the emerging sunrise 
industry. At present, home sauna equipment still in its infancy, urban household 
penetration is very low, a huge market space, the main foreign trade enterprises in the 
far infrared sauna all eyes shifted to the domestic market. K company is also facing 
the problem of stagnant growth. Through the analysis of K's far infrared sauna 
products, market segmentation, target market selection and market positioning and 
other aspects of the company to find out the K suitable marketing strategy, and made 
recommendations for its implementation and the protection of marketing strategy and 
opinions. 
First, the paper introduces the basic situation of Company K, analyzed K 
company far infrared sauna products currently marketing strategies as well as the 
main problems, such as the market share is too low, the product homogeneity, the 
price advantage is not obvious, the channel network imperfect management 
difficulties, restricted the company's market expansion; and then, by using the PEST 
analysis and Michael Porter's five forces model • SWOT analysis as well as the macro 
environment K's far infrared sauna products and micro-environment are analyzed, K 
for the development of far infrared sauna products company marketing strategy 
optimization program provides analysis of the external environment. Finally, 
according to the 4P marketing theory from four aspects of the product, price, place 
and promotion company developed a K far infrared sauna products marketing strategy 
optimization. These strategies include: the product to the user-driven and 
product-driven growth companies; take on the pricing differential pricing to obtain 
profits, maintain customer and against competitors; on multi-channel distributors, TV 
shopping and "5S" franchise stores, etc. channel strategy; the promotion of 
















infrared sauna products K company products and other aspects of the company's 
image. 
In this paper, the company hopes to K infrared sauna products in response to the 
increasingly fierce competition in the market to provide practical ideas and strategies 
for K company far infrared sauna products bring more market share and interests. But 
also for other far infrared sauna manufacturer for reference. 
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    厦门 K 公司，是一家专业研发、生产和销售远红外桑拿设备的高科技企业。
公司自 2000 成立至今，年产远红外桑拿设备 1.2 万台、便携式桑拿房 19 万台，
产能居全国前列。远红外桑拿设备行销全球 50 多个国家和地区，存在经常业务


























SWOT 分析，明确 K 公司的优势和劣势，面临的机遇和威胁;通过运用理论分析




















(Wendell. R. Smith )在 1956 年最早提出的，此后，美国营销学家菲利普·科特勒
(Philip Kotler)进一步发展和完善了温德尔·史密斯  ( Wendell. R. Smith)的理论并




















动的中心和基本出发点，将产品( Product )、价格(Price )、地点(Place )、促销
(Promotion)这四个可控因素作为企业开展营销活动的工具和武器，形成相应的四
个基本策略加以应用以满足消费者的需求。 
进入八十年代，菲利普·科特勒(Philip Kotler)在传统 4P 理论基础上提出了 6P
理论，提出了“大营销”这一概念，即把企业开展营销活动的武器增加了政治权利




随着市场竞争的加剧，采用 4P 或 6P 理论来指导企业开展市场营销活动，造
成企业间的产品同质化非常严重，由于竞争对手之间的差异化不明显，价格大战
异常激烈，在此情况下，美国市场营销专家劳特·朋(Laute Bom)在九十年代初提
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